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While popular press articles frequently highlight humorous, snarky exchanges between brands on 
social media, academically, this behavior is relatively unexplored. As consumers’ perceptions of 
the use of humor in brand-to-brand dialogue may have meaningful managerial and theoretical 
implications, this research examines consumers’ perceptions of brands that engage in dialogue 
with one another on social media. To understand the dyadic relationship between two brands 
who engage with one another on social media, we explore two different types of humorous 
comments (low aggression and high aggression) and how the type of humor employed affects 
consumers’ perceptions of both the brand initiating the dialogue and the brand who responds. 
Interestingly, we find that the safest strategy for brands who elect to initiate with another brand 
on social media is to avoid either type of humor; thus, avoiding perceptions of manipulative 
intent. However, for brands that elect to respond to another brand, their use of humor can vary 
based upon the tone of the initiating brand’s comment.  
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